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Higher education in advertising on Mainland China began at Xiamen University. 
It has been thirty years since Xiamen University set up advertising major in 1983. At 
this historic junction, it is necessary to review historical developments of advertising 
education, summarize lessons and provide suggestions to its future developments. 
This dissertation summarizes developments of advertising education in China 
into four phases: the inception period from 1983 to 1991, the developing period from 
1992 to 1998, the rapidly developing period from 1999 to 2005 and the stable 
development period from 2006 to 2012. In each phase, this dissertation makes 
research in fields such as macro social, political, economic and cultural environments, 
developments of advertising industry, developments of advertising major, publication 
of magazines in advertising, advertising textbooks and research books on advertising 
education, periodicals and dissertations on advertising education, national academic 
seminars on advertising. 
In addition to being the first review of thirty years’ developments of advertising 
education, this dissertation makes random poll and in-depth surveys with regards to 
the status of advertising education in China. The dissertation also reviews and 
summarizes several pioneers in advertising education, in order to reflect from a 
micro-perspecitive the driving force of human in advertising education. 
According to the research, this dissertation finds that our country has made big 
progress in advertising education but problems still exist, for example lack of talents 
in advertising education, lack of consensus in advertising education philosophies and 
the needs to promote the importance of advertising as a major. In the future 
advertising education in our country needs to make more reforms, be more 
internationally-oriented and converge into the mainstream of social developments. 
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